It is suggested that more "role model" women entrepreneurs are needed. However, the gender gap in entrepreneurship remains. This study analyses the narratives of 51 role model women entrepreneurs to explore how they represent women entrepreneurs and entrepreneurship. We found that in accordance with the contemporary pressure for women to succeed and perform personally and professionally, the voice of the (super)woman doing "individualized entrepreneurial femininity" dominates. The role models narratives obscure race, class, and age barriers; reproduce prevailing gender stereotypes; normalize discriminatory workplace treatment and depict entrepreneurship as an appropriate alternative for working mothers. Implications for policy makers are presented.
Introduction
While an estimated 163 million women around the world are involved in new business ventures, a significant "gender gap" persists in entrepreneurship (Kelley et al. 2017; Verheul, Van Stel, and Thurik 2006) . The lower incidence of women entrepreneurs has taken on renewed importance in the wake of the recent financial crisis, with many national governments eager to boost economic activity through new business creation. One way in which policy makers try to inspire and motivate young women to become entrepreneurs is through role models. Women entrepreneurs can act as symbolic role models and mentors, setting examples and providing valuable lessons for aspiring women entrepreneurs (Kelley et al. 2010) . Indeed, research has documented the value of credible and attractive role models in encouraging entrepreneurship (Boyd and Vozidis 1994; Chen, Greene, and Crick 1998; Radu and Redien-Collot 2008; Scherer et al. 1989; Scott and Twomey 1988) . Integrating role models into entrepreneurship programs and support initiatives can help combat stereotypes and trigger change. As a result, communication campaigns and competitions that profile and champion women entrepreneurs have become commonplace in many Western countries.
As part of the quest for gender equality, we need more research which explores how masculinity and femininity are represented in entrepreneurship (and entrepreneurship policy) (Ahl 2006; Lewis 2014) . This can help us understand why more individuals (women) do not engage in entrepreneurship. Young people today are continuously exposed to narratives and images of symbolic entrepreneurial role models in the media (Radu and Lou e 2008) and research has shown that stereotypes of the masculine entrepreneurial hero predominate (Achtenhagen and Welter 2011; Nicholson and Anderson 2005; Radu and Redien-Collot 2008) . While we acknowledge the heterogeneity of women entrepreneurs (Jennings and Brush 2013) , we heed the call to explore how women entrepreneurs and femininity (or femininities) are constructed (Ahl 2006; Lewis 2014) . Women entrepreneurs juggle and alternate the "doing" of both masculinity and femininity (Lewis 2014) . As they talk about their initial motivations, everyday experiences and challenges, role model entrepreneurs may produce (and reproduce) certain representations of femininity and masculinity in entrepreneurship.
However, thus far, entrepreneurial role models remain under-explored in the literature (Bosma et al. 2012; Eriksson-Zetterquist 2008) . Interestingly, in France-the setting for this empirical study-despite an increased visibility of women entrepreneurs (potential symbolic role models) in recent years, the number of women considering entrepreneurship as a career remains low (Le Loarne 2016) . Given the emphasis placed on the importance of role models for women in entrepreneurship (in both theory and practice), it is thus valuable to study why role model initiatives fail to produce more women entrepreneurs. In order to do so, we empirically examine a French government led communication campaign on women's entrepreneurship and ask two specific research questions: RQ1: Who are the entrepreneurial role models being promoted? RQ2: How do they portray women's entrepreneurship?
The campaign-which aimed to encourage more young women to consider business startup as a viable career option-mobilized role models and invited established women entrepreneurs to share their experiences. In this paper, we focus on the textual narratives of 51 of these entrepreneurial role models which were communicated via a social media platform (Facebook) . In our analysis, we draw on theorizing on "entrepreneurial femininities" (Lewis 2014) , and explore the gendered construction of women entrepreneurs and women's entrepreneurship in our chosen setting. Taking a post-feminist stance, Lewis posits that different entrepreneurial femininities exist (such as individualized femininity, maternal femininity, excessive femininity), and a hierarchal relationship between these different modes of femininity operates (individual entrepreneurial femininity is superior to maternal entrepreneurial femininity; excessive entrepreneurial femininity is deemed a failure). In line with Ahl's (2006) call to address how policy "casts" women entrepreneurs, we examine the entrepreneurial femininities these role models produce (and reproduce). We believe that such an empirical endeavor holds real value for both research and practice.
In exploring the narratives of these women entrepreneurial role models, our research makes three significant contributions. First, the role models presented here promote the supremacy of the "perfect" and "successful" female heroine entrepreneur. Success is about individuals taking responsibility, putting in sufficient effort and making appropriate personal choices (Gerodetti and McNaught-Davis 2017) . We show how in privileging the voices of a particular group of women entrepreneurs, certain femininities (such as individualized entrepreneurial femininity) cast an individualistic, neo-liberal "everybody is capable" view of entrepreneurship, silencing the specific needs, and experiences of entrepreneurs who are disadvantaged by race/ethnicity, class, and age. This leaves structural inequalities unquestioned despite their unprecedented effect on the differential life trajectories of young women.
Second, we show how role models cast entrepreneurial entry as an appropriate alternative or "plan B" for working mothers (Th ebaud 2015) while normalizing the constrained choices that "family life" implies for women. The structural conditions that can push women entrepreneurs into crowded, high risk, or uncertain sectors where they are more likely to work from home are referred to (such as lack of childcare, lower pensions, or heavier domestic care burdens). This campaign, specifically aimed to stimulate and support women's entrepreneurship, not only fails to embrace entrepreneurial diversity (women entrepreneurs differ in class, age, race, etc. and their structural conditions vary accordingly) but also effectively reproduces gender inequality. This is in line with other policies which largely ignore gender/power perspectives and the gendered division of labor (Ahl and Nelson 2014) .
Third, we identify a new entrepreneurial femininity: the fun-preneur. Many women entrepreneurs stress the personal pleasure and enjoyment which entrepreneurship can bring (doing "fun"), although this can come at a cost for these women. In depicting women's entrepreneurship as fun-preneurship, women are positioned as secondary to men (who can be considered as engaging in real or more serious entrepreneurship contributing to economic growth) and thereby risk sustaining a male norm. At the same time, many of the women entrepreneur role models describe long hours and physical fatigue as an "accepted part of the package." Furthermore, their discourse underscores the futility of excessive femininity in entrepreneurship (Lewis 2014) , yielding ineffective "non-preneurs." Such women are "too feminine" as they engage in entrepreneurship and they thus pay the price through over-work or uncompetitive business practice.
In the subsequent section, we outline the current context for growing government support for women's entrepreneurship and highlight extant research on entrepreneurial role models. We then delineate Lewis's (2014) theorizing on "entrepreneurial femininities"-a key theoretical frame for this paper.
Theoretical Grounding
Government Policy, Entrepreneurship, and Gender
The recent financial crises (2008) (2009) (2010) (2011) (2012) (2013) involving the worst recession experienced in the last 80 years-reverberated with social and economic consequences all around the world. Many European countries resorted to austerity, implying significant cuts to public funding alongside severe tax increases (Gravey 2014) . At the European Commission's request, national governments put policies, measures, subsidies, and actions in place to improve the labor market outlook. Reforms were introduced in order to make labor markets more flexible and responsive. Some commentators argue that these reforms did little to improve unemployment and only added to the precariousness of jobs (with increases in part-time and lower paid jobs only). Indeed, within the European Union (EU), a neoliberal approach-where individuals assume maximum responsibility for their own economic wellbeing-is said to have become even more entrenched in policymaking with the advent of the global and Eurozone financial crises (De Ville and Orbie 2014) .
Entrepreneurship has been highlighted as a crucial way to reduce unemployment and improve the economic situation. The belief in market-driven ideology and the assumption that new business ventures create jobs and foster innovation has embedded entrepreneurship into political discourse across the world (Perren and Jennings 2005) . The underlying idea is that if entrepreneurship is coupled with sustainable technological, social, and cultural advances, there are significant societal and economic benefits to be gained. In this spirit, the Europe 2020 Strategy was launched (European Commission 2010). The action plan aims to facilitate new business creation-through entrepreneurial education and efforts to nurture an entrepreneurial culture-and to create a much more supportive environment for existing entrepreneurs, free of burdensome administrative barriers.
Given that more entrepreneurs are needed and women seem to be under-represented (constituting 52 percent of the total European population but only 34.4 percent of the EU selfemployed and 30 percent of start-ups), policy interest in women's entrepreneurship has grown, focusing on the potential economic gains that could accrue from their increased rates of participation and productivity (Carter et al. 2015) . This escalation of economic arguments for gender equality in recent years means that a market-oriented gender equality discourse underpins EU gender equality policy (El€ omaki 2015): gender equality contributes to economic growth. Indeed, the "global gender gap" underpins much of the policy interest in women's enterprise as it identifies a clear economic rationale for the encouragement of women to become independent business owners (Carter et al. 2015) . But this emphasis on the economic case for more women entrepreneurs has been characterized as "selling neo-liberal values to gender-equality advocates" (El€ omaki 2015). Neoliberalism governmentality encourages citizens to be autonomous and engage in selfmonitoring, positioning them as unconstrained by external controls. Citizens are now to take responsibility for risks which were previously considered to be governmental obligations (Inoue 2007) . However, this new neoliberal agenda, transferring responsibility to the individual, is said to fail in making economic policies more just in terms of gender equality (El€ omaki 2015) .
Indeed, although the number of women entrepreneurs has risen in recent years, much of this growth has been in part-time activitymainly due to women's need for hours that are compatible with domestic commitments (Causer and Park 2009) . When entrepreneurs work predominantly from home, this can lead them to take up an even greater share of domestic work in their household division of labor that is often already gendered (Gurley-Calvez, Biehl, and Harper 2009) . While for many women, entrepreneurship may appear as an appealing option allowing them to pursue fulfilling and flexible work, for a growing number, it arises out of necessity due to redundancy or lack of employment options, an increase in the female retirement age, or a need to accommodate caring responsibilities. Women professionals do relatively well out of entrepreneurship, but most women entrepreneurs are found in low-skilled, low paid occupations (Ahl and Nelson 2014) . However, these facts are not reflected in the media nor in government policy campaigns. On the contrary, entrepreneurs are portrayed as the ideal citizens to emulate, the role models of the post-crisis era. In light of the just described discussion, we suspect that while role models can "set examples and provide valuable lessons for aspiring entrepreneurs" (Kelley et al. 2010, p. 44) , the policy of using role models to encourage more women to consider entrepreneurship, might imply certain underpinning assumptions related to neoliberal governmentality, with far reaching consequences on how entrepreneurship and women entrepreneurs are cast or portrayed. Before exploring this further, we briefly delineate extant theory on role models and entrepreneurship.
Role Models and Entrepreneurship
Role models may be defined as "individuals whose behaviors, personal styles, and specific attributes are emulated by others" (Shapiro, Haseltine, and Rowe 1978, p. 52) . Role models play an important role in identity construction (Sealy and Singh 2009) and are vital for the successful development of young professionals (Gibson 2004; Ibarra 1999) . The basis of the role model relationship is the identification and social comparison process: an individual makes other people role models by identifying with them or comparing upward to them (Gibson 2004) . People usually draw on several individuals from a variety of domains (workplace, family, peers, and sport activities) to help them build appropriate identities (Singh et al. 2006) . Young professionals use observed role model attributes as clues to create their "ideal self," selectively observing and copying those traits which appear to be effective for career and life success (Singh, Vinnicombe, and James 2006) .
Just as in other professions, entrepreneurial role models assist in the development of an "entrepreneurial" identity among young people. Entrepreneurial role models help translate imagined possibilities of "who could I become" and "what could I accomplish" into enacted reality (Radu and Lou e 2008) . In entrepreneurship, a distinction can be made between real life-direct role models (parents, mentors, older siblings)-and symbolic or more distant role models, such as high-profile entrepreneurs revealed through media representations, conferences, or testimonials (Radu and Lou e 2008) . Research has emphasized the importance of credible and attractive role models in order to encourage people with different backgrounds, ages, and ethnic origins to engage with entrepreneurship (Radu and Redien-Collot 2008) . People organize and construe the world around them in ways that reflect the social groups to which they belong (Sealy and Singh 2009 ). Role models should be successful entrepreneurs who are similar, in one way or another, to potential entrepreneurs-either they live in the same community, or they have the same age, gender, and profession (Krueger and Brazeal 1994; Lockwood and Kunda 1997) so that "potential" entrepreneurs can easily identify with them. It is for this reason that role models are particularly important for underrepresented groups in different areas of the labor market.
Recent research has also stressed the importance of context (and culture) in nurturing entrepreneurial career ambitions via public awareness campaigns. It is important to consider the types of messages on entrepreneurship as a career that young people receive (content) as well as the context in which they are received. Recollections of positive interpersonal and mass media messages about entrepreneurship (persuasive messages) influence young peoples' career decisions (Pillis and Reardon 2007) . Culture is an important consideration in public awareness campaigns, as people may not consider their country a particularly entrepreneurial one (national-identity consistency). For example, Irish students score lower than U.S. students on national-identity consistency: they do not think of Ireland as a particularly entrepreneurial nation (Pillis and Reardon 2007) . These factors make entrepreneurship seem more natural in a U.S. context and less so in the Irish context. Persuasive messages encourage entrepreneurial intentions, but perceptions of self-and national-consistency mitigate the effect of such recollections (Pillis and Reardon 2007) . Thus the ability to construct an entrepreneurial identity is helped or hindered by the national context in which one is embedded.
Entrepreneurial role models are particularly important for young women, as they represent potential role models to observe and emulate. Prior research in the management field has shown how women's presence in positions of power positively affects both the social construction of gender definition and the processes that create gender identity at work (Ely 1994) . If a suitable "similar" role model is identified, young women may be inspired to emulate those attributes, resulting in a behavioral change (Sealy and Singh 2009) . For example, a young management trainee in a large multinational revealed how "an unmarried, childless woman" in her workplace could not be her role model (a suitable comparison), as she personally wanted to have a family in the future (Eriksson-Zetterquist 2008) . But, while having same-sex role models is important, young women face an additional difficulty in entrepreneurship. They often have to act to "smooth out" potential inconsistencies between the characteristics of their female role models and those of the "normative entrepreneur" (Kelan and Mah 2014) , making their role-modeling process a more complex one.
Gender Stereotypes, Post Feminism, and Entrepreneurial Femininities
Prior research maintains that aspiring women entrepreneurs face difficulties due to the deeply engrained social stereotypes linked to traditional femininity. Typically, in Western societies, the historical division of labor has meant that men are perceived and expected to be agentic, while women are perceived and expected to be communal. Agentic behaviors, aligned with masculinity, and include aggressiveness, assertiveness, independence, and self-confidence (Eagly and Johannesen-Schmidt 2001) . They manifest in the workplace as speaking assertively, influencing others, and initiating tasks (Madera, Hebl, and Martin 2009 ). Typical communal work based behaviors, aligned with femininity, include being concerned with the welfare of others (showing kindness, sympathy, and sensitivity), helping others, accepting others' direction, and maintaining relationships (Eagly and Johannesen-Schmidt 2001) . These stereotypes, embedded in the individual and collective unconscious, shape the definition of self (identity), and concurrently, the basis of legitimacy of practice as an entrepreneur (Pailot et al. 2015) . Individuals are expected to behave in gender appropriate ways and are judged accordingly (West and Zimmerman 1987) . Women experience the "double bind" of incongruity between their gender role (agentic; communal) and entrepreneurial stereotypes. Indeed, the masculinization of entrepreneurship poses serious difficulties for women who wish to engage in entrepreneurial activities (Ahl 2002; Bird and Brush 2002; Hamilton 2013; Ogbor 2000) .
However, more recently, postfeminist theorists have questioned this overt focus on the masculine norm of entrepreneurship, because in this comparison women are primarily defined as "victims of the male norm" (Billing 2011, p. 303) , and the complexity and variety of their experience as women entrepreneurs is glossed over. In terms of complexity, women entrepreneurs today must contend with the contradictions and multiple exhortations of the postfeminist era. Post-feminism is a sensibility which simultaneously accepts and repudiates feminism (Tasker and Negra 2007, p. 4) . Feminist terms such as "empowerment" and "choice" are adopted but redirected toward selftransformation rather than social transformation (Anderson 2015) . The upsurge of "choice feminism" (Budgeon 2015) means that women's choices are located within a new gender order-associated with a new form of femininity which is characterized as "self-determining, individuated, and empowered." This new form of femininity (ideal, or perfect, femininity) impels women to accept full responsibility in their quest for personal and professional "perfection" and success (McRobbie 2015) . An "ascendancy of successful women" in media representations, educational achievements and labor market participation nurture this new femininity discourse (Gerodetti and McNaught-Davis 2017, p. 1) . The postfeminist heroine is portrayed as empowered, autonomous, playful and youthful, and regularly makes choices which blur traditional femininity and prefeminist ideals (McRobbie 2009) such as balancing "heterosexual desirability" with "emotional sensitivity" (Budgeon 2011, p. 54) .
In terms of accounting for the variety of women's entrepreneurial experiences, Lewis (2014) 1 theorizes how femininity or more precisely "femininities" can inform our understanding of inequality in entrepreneurship. She identified four entrepreneurial femininitiesindividualized, maternal, relational, and excessive-highlighting the diversity of women business owners in terms of how they "do" entrepreneurship. Rather than strict typologies, these entrepreneurial femininities are best understood as a set of bodily and relational entrepreneurial performances that can be embodied by women and men and vary by context (Lewis 2014) . These different femininities are not equally valued and a hierarchal relationship exists between different modes of femininity. For an overview of each of the four femininities, see Table 1 . Drawing on the just described theorizing, we seek to explore the profile of women entrepreneurial role models on offer to young people via a governmental communications campaign in the French context. Through a discursive analysis of their narratives, we seek to expose the kinds of entrepreneurs they impel others to become. Burr (1995, p. 48 ) defines discourse as "a set of meanings, metaphors, representations, images, stories, statements and so on that in some way produce a particular version of events." It was Foucault (1972) who first asserted that "language is not innocent" and promoted the value of the discourse analysis method. Indeed, discourses are not neutral but have power implications and effects (Ahl and Nelson 2014) . While there is an increased interest in how societal institutions position and represent women entrepreneurs (Ahl 2006; Ahl and Nelson 2014) , studies investigating the content of entrepreneurial role model discourse are lacking. We ask "who are the women entrepreneur role models being promoted?" and "how do these role model entrepreneurs portray entrepreneurship?" In terms of the "who" question, it is instructive to question the age, race/ ethnicity, educational background, business activity, sector, and work experience of the women entrepreneur in order to understand their structural position. We also seek to identify the entrepreneurial femininities they evoke. In terms of how women cast entrepreneurship, their discussion of their motivations for and experiences of women's entrepreneurship is particularly revelatory. We pay attention to the dominant metaphors, terminology, images, and concepts they use to depict their entrepreneurial activity.
Methodology

Research Context
In this study, we focus on a government led entrepreneurship sensitization program for young women in France. Generally, European countries report low female engagement in early stage entrepreneurship (Kelley et al. 2017 ) but the overall rates of women entrepreneurs in individual countries varies with gender equality levels (Klyver, Nielsen, and Evald 2013; Pathak, Goltz, and Buche 2013) . While France has a relatively high rate of female labor force participation, the country underperforms its North American and Canadian counterparts in gender equality (Hausmann, Tyson, and Zahidi 2013) . Despite its status as a developed "rich world" country, international rankings and indexes show that France still has room for improvement with respect to women's economic participation, opportunity and political empowerment. Women represent 50 percent of the working population in France and are often more qualified than men (Belghiti-Mahut 2004) . There is still a relatively low number of women who manage to break the "glass ceiling"-the socalled set of barriers created by prejudices of behavioral or organizational order which prevent qualified individuals from moving forward in their organization (Morrison and Von Glinow 1990) . The share of women in (executive) management positions in companies and small and medium-sized enterprises (SMEs) is the highest in the EU at 36 percent, but this is a three percent drop since 2003. French Women entrepreneurs doing "relational entrepreneurial femininity"
Recognize and place value on the skills, attributes and leadership styles associated with women; believe in "feminine management" Believe that women have a special contribution to make; uniquely feminine viewpoint; contrast to masculine character of managing and organizing; believe in complementarity of sexes Adopt a transformational leadership style implying power sharing; promoting trust relations with employees Pursue collective goals as opposed to individual ones companies need to stabilize this negative trend and foster female career advancement and promotion of women into top management positions. With respect to women and entrepreneurship in France, women represent approximately 30 percent of all entrepreneurs (Bernard, Le Moign, and Nicolai 2013) . A recent GEM report for France positioned female participation rates in total early-stage entrepreneurial activity at just over four percent. Their male counterparts performing only marginally better at six percent. In 2014, the French government pledged to increase the number of women entrepreneurs to 40 percent. It is in line with this explicit government commitment to increasing the number of women entrepreneurs that the promotion of role models is considered imperative. Numerous nationwide events, competitions, and campaigns over the last decade have provided a platform for women entrepreneurs, providing a promising source of "symbolic" role models for young French women. However, while women entrepreneur role models have increased in number and visibility in recent years, this has not impacted the number of women choosing to become entrepreneurs (Le Loarne 2016). So why have French role model initiatives failed to produce more women entrepreneurs? To answer this question, we believe that it is relevant to study who are the entrepreneurial role models available to prospective young women entrepreneurs and how they construct entrepreneurship.
Research Method and Data Sources
To explore who are the entrepreneurial role models that are promoted and how they construct entrepreneurship, we engaged in an indepth research case study of an entrepreneurship awareness building program ("Sensibilsation a l'entrepreneuriat f eminin") for young women led Reject management strategies that impose a divide between home and business and argue for a more equal balance (but not primarily concerned with conciliating motherhood and entrepreneurship) Challenge dominant assumptions of what it is to be a successful entrepreneur Reject masculine, growth oriented orientation to business; advocate small and stable business Place great emphasis on relational interaction, mutual empathy and mutual empowerment in doing business Activate (or compensate for) masculinity by drawing on a discourse of professionalism to retain credibility and counterbalance their distance themselves from the male norm of entrepreneurship Demonstrate that they embrace values of a competitive world Emphasize value of female traits and attributes in business but also need to avoid being "too feminine" Excessive Entrepreneurial Femininity: Non-preneur
Women entrepreneurs doing "excessive entrepreneurial femininity"
Displays the wrong amount and wrong kind of femininity within a business context Engage in unnecessary or unwarranted feminine displays Enacts traditional femininity (dependence; vulnerability; passivity; a need for male approval) which prevent her from fulfilling her own ambitions and achieving entrepreneurial success Fail to compensate for their stereotypical feminine behavior by drawing on other masculine norms in entrepreneurship Are perceived as illegitmate, "non-preneurs" Are rejected due to their perceived shortcomings. Structural or cultural constraints-or their minority presence in the ranks of entrepreneurs-are not to blame. They are to blame for their own exclusion from the entrepreneurial field by the Agence Pour la Cr eation d'Entreprises (APCE). The APCE is a French government body which is responsible for the development and creation of new business ventures. The aim of the APCE's yearly campaign is to raise awareness of women in entrepreneurship through "role model" women entrepreneurs. Role model entrepreneurs visit schools in their locality and talk to young people about their experience of entrepreneurship. Over two consecutive years, we collected and studied campaign reports, memos and updates; attended related conferences and roundtable sessions with selected role model entrepreneurs; met with staff and program participants; reviewed webpages and followed the social networking site. Over this two-year period, 69 women entrepreneurs engaged in the campaign, visiting schools and universities nationwide to promote entrepreneurship as a viable career option for young people. These "symbolic" role models and their social network posts presenting their particular entrepreneurial experience provide the main focus of our discourse analysis in this paper. Increasingly, the internet is becoming a universal medium for the communication of government "texts" (Perren and Jennings 2005) . It is a relatively easy medium to maintain, ensuring upto-date information, and suffering minimal temporal distortion. Each entrepreneurial role model had a dedicated "post" on the campaign's social networking site (Facebook), complete with a photo, their job title, an account of their entrepreneurial experience and their advice for young women. It is these text narratives which form the central focus of our discourse analysis. Each post was about a page to two pages in length. In addition to the Facebook posts, we engaged in extensive online research (LinkedIn; social media; press reviews) to obtain additional information regarding each role model's education, work experience and business activity. We thus supplemented each of the Facebook posts to build an in-depth profile of each of the role models. Where sufficient information was not available, we removed the profile from our sample, resulting in a final sample of 51 role model profiles.
For legal reasons, information on entrepreneurs' ethnicity or race in France is extremely difficult, if not impossible, to obtain. This is due to the French republican ideal of banning questions of race and ethnicity in public reports and census. Hence, national data on ethnicity/race and entrepreneurship is almost near impossible to obtain. However, due to the visual nature of Facebook, we were able to ascertain the origins of our sample respondents. See Table 2 for an overview of the sample of the 51 role models. Our data qualify as "opportunistic" Internet research (Whitehead 2007) in the fact that these posts were all available on the sponsoring organization's Facebook page which was public and available for all to see. While we did not ask each individual if they would mind their data being used, in line with best practice in internet research, we protected their identities by disguising their names (Bakardjieva and Feenberg 2000) , and denoting each as a series of numbers (e.g., Role Model 1 is RM1; Role Model 2 is RM2 and so on). Furthermore, all original posts were in the French language and translation was carried out by the first author. This allows us to conveniently side step the problematic that a third hand reader may rely on the dynamic searchability of the Internet and trace the comments back to the original author (Whitehead 2007) .
Each entrepreneurial role model "testimony" posted on the APCE sponsored Facebook site followed a similar format and addressed the same six questions: (1) why did you decide to become an entrepreneur? (2) What is your fondest memory? (3) What is the one mistake you would not repeat? (4) Why did you decide to get involved in this awareness building program? (5) What surprised you the most from interacting with young people? and (6) What advice would you give young people who want to become entrepreneurs? These questions were not provided by the research team and thus were not theoretically driven. A key advantage however is that by following a standard format, we enjoy a certain level of uniformity in terms of the broad issues addressed.
Sample Characteristics
Seven of the fifty-one women entrepreneurial role models presented were non-white Caucasian, having Black African or North-African ethnic or racial origins. Only eight of the women entrepreneurial role models could be considered to be working in "non-typical" business sector (finance, information technology, or agriculture) with the majority operating in the typical feminine based service sector (such as personal services, consulting, training, and education). The majority (over 44) had completed tertiary education with just under one third having graduated from one of France's elite "grande ecole" educational institutions in engineering or business. 
Data Analysis
To help structure the analysis of our narratives, we were loosely inspired by Gioia, Corley, and Hamilton (2013)'s two-stage inductive qualitative approach. Bearing our two research questions in mind, we first coded relevant sentences and phrases from the text narratives. We then reviewed these selected phrases/sentences and grouped them together to produce a "more manageable number" of categories (Gioia, Corley, and Hamilton 2013) . To make these emergent empirical categories, we looked for patterns of recurring aspects in the participants' descriptions of who the woman entrepreneur is and what entrepreneurship is or involves. In the second order phase of coding we ask whether the emergent categories could suggest concepts that may help us answer these questions. This stage required a constant comparison between the narratives and the literature to make empirical and theoretical connections. In contrast to first-order coding (where respondentcentered terms are used), with second-order coding, we integrated researcher-centered concepts, themes and dimensions such as "autonomy," "flexibility," and "relational interaction."
Findings
In Table 3 , we present our resulting "data structure," which provides a graphical representation of how we progressed from "raw data" to themes in our analyses (Gioia, Corley, and Hamilton 2013) . Four main themes emerged from our analysis: (1) empowerment, (2) pleasure and enjoyment, (3) doing good in the world, and (4) overcoming obstacles and finding solutions. Table 4 gives examples of representative quotes.
In the subsequent paragraphs, we illustrate these four prevailing themes that emerged from our inductive analysis of the role model women entrepreneurs' narratives, evoking common metaphors and recurring terms, concepts, and images.
Theme 1: Empowerment
The women entrepreneurs present themselves as empowered individuals who take ownership of the important decisions affecting their lives and craft futures of their own choosing. Entrepreneurship is a way to take action and be in control of one's life and destiny. Metaphors of being an "actor" (RM27, RM22, RM21, RM6) who "dare" to "take the plunge" (RM40, RM13, RM30) were commonplace. RM48, CEO of a large software company describes entrepreneurship as "Fascinating. You control your destiny, you develop your own ideas and you are free and responsible for your choices and decisions." Action; Actors "In my view, being an entrepreneur is the best job in the world, a real source of fulfillment, a way to be free and an actor in one's life. I want to pass that message on to young people." (RM20) "Start things, believe in yourself, and you can be an actor in your professional life." (RM22) "I think it is important to add your building block. The future is in a state of perpetual flux and if we want to change things, we all have to be actors." (RM27) "I am convinced that what makes for a full and rich life, is to be an actor one self." (RM5) "(I want to) pass on the desire to be an entrepreneur and encourage young people to take the plunge." (RM13) "Bouncing Back" "I was an executive in a big group and I felt blocked. I wanted freedom, to express my full creativity. I took advantage of a redundancy offer to take the plunge." (RM40) "Entrepreneurship came to me as an opportunity to bounce back in my professional life, allowing me to feel useful." (RM4) "I decided to create my business because the job offers I had when I found myself unemployed didn't suit me. Entrepreneurship seemed to me to be a good idea. On top of that, the job that I had just quit involved a lot of travel, being far from my family. So I saw it as a better way to manage my time." (RM26) "It was based on opportunity. At the age of 21, I had nothing to lose and the labor market in my sector was completely saturated, I couldn't see any obstacle to launching." (RM43) "I really wanted to take on a new professional challenge. Unemployed, facing the economic crisis in France, it was clear to me that I could just sit still. Discovering this new concept of altitude breathing, the backing of a French scientist and excellent Swiss machinery all encouraged me to take the plunge." (RM30) "Following my divorce at 47 years of age. . .it was an obvious choice for me." (RM39) "I didn't have a choice. Let go from my job of training manager after having a baby, I had lots of difficulties to find another job. It became apparent to me: take advantage of my competencies, for myself and my family. To do that, I started my own agricultural production specializing in organic fruit on my own land, on a human scale." (RM35) Autonomy "(Entrepreneurship is. . .) having the desire to bring new elements and to have the freedom to implement my ideas." (RM13) "Because I love this freedom, this feeling that I can create, change things, and I think that being your own boss offers a great quality of life." (RM23) "Since I was a little girl I always imagined myself at the head of my own business, building, being independent, making choices, tasting the adrenalin when you take risks, enjoying it all. . . nothing is impossible. The only limits are your own!" (RM21) 
" (RM44) Passion
"I really wanted to work in a sector that I was passionate about: gastronomy!" (RM17) "Such a pleasure to be able to say to oneself 'I did it, that's my company, I started something that I like (doing)!'" (RM4) "You should only take the plunge if the passion is there, because entrepreneurship becomes a full-time activity, even more than that." (RM18) "We spend so much time working in our lives that it's so much nicer to work in a domain where you evolve or where you are happy. Bread and butter work only lasts so long. It's much more enriching on a personal and human level to do work that you enjoy." (RM19) Fun; Adventure "(My fondest memory?). . .a fit of the giggles with my business partner right in the middle of a business meeting because the tiredness of a whole week's work made our presentation really laborious. (And) The smiles on our faces when we feel proud of what we have done and when someone congratulates us." (RM35) "When you are a young start-up, there are sometimes small failures, Manon, Charlotte and I prefer to laugh about them." (RM3) "My professional experience, my network and my desire to always learn more enabled me to launch myself on this adventure full of discovery and new people!" (RM49) "I wanted to wake up every morning feeling like I had given some meaning to my professional life. Implementing a business idea, giving it life, recruiting and engaging collaborators, creating value." (RM2) "I think it is important to add your contribution, no matter how small." (RM27) Relational Interaction "(It was) a real exchange, based only on bodily expression and intuition, it was a beautiful moment of shared listening. I am always moved when I recall that, and appreciative of the trust that that young girl's family placed in me." (RM18) "Collective entrepreneurship is my real motive and succeeding together is what I appreciate." (RM42) "Our role is to advise them on the financing, the land, the design and construction of their house. My best memory is seeing the smile, the happiness of families: first of all when we say 'yes, you can own your own home' after studying their application. . . .and finally, the concretization is when the owners move into their home. That's when I think I have chosen a job that allows me to take pleasure every day and realize people's dreams." (RM46) "There is no need to trample on the others; in fact it's the contrary.
One thing that I learned is that by giving services without expecting a return, we get better." (RM1) "I place a huge emphasis on the little victories of my team on a dayto-day basis: a press appearance, a big sale, a strategic presentation pulled off well. . ." (RM28) "Recently, I was really touched by the look that a young girl gave me when I confirmed I would recruit her to the business. A proud look, a look full of desire to show me just how right I was to have put my faith in her. . . real reasons to get up in the morning!" (RM32).
Table 4 Continued
Second-Order Codes
Representative Quotes "And women should never forget that professional happiness brings personal happiness in a family, and it is her herself who will provide inspiration and life to her own children's dreams and plans." (RM49) Errors: The "World of Business" and the Need to Be Tough "(I regret). . .keeping someone in the team who is not up to standard either professionally or personally. . . . We think sometimes that we are doing ourselves a favor by avoiding a difficult decision to let somebody go but that can penalize the rest of the team and bring everybody down." (RM28) "(I regret) not staying firm on my prices and bids with some clients, due to the lack of self-confidence that you can have at the outset." (RM26) "Regardless of what our services are, it pushes us to go beyond our fears, to communicate, to render ourselves useful." (RM1) "(I regret). . .always putting others before myself! One should never lose sight of the fact that we don't live in care-bear land." (RM49) "(I need to be) a bit more strategic in my communication and partner choices. I have now entered the world of business and I need to remind myself of that every day." (RM18) "The business grew rapidly. We promoted people internally. Being a hard worker, I often covered for others' failings or lack of skills. I delegated, but worried about going too fast. So, once I didn't get the result I wanted, I would do it for them, in the end, I was exhausted and some of my employees got too laid back. . ." (RM37) Barriers Don't Exist (Everybody Is Capable) "Because our society needs to wake up the entrepreneurs in us. The world is moving, we can't stay in the one spot. Things don't stay the same. We have to be actors in our professional lives. Everybody is capable: we need to put our faith in those who will create the businesses for tomorrow." (RM21) "Some experience as an employee to gain ammunition, clever guidance from different networks, a little bit of money, a pile of energy with every obstacle and voila!" (RM20) Women's Special Contribution "Women have the gift of giving life. . .As a result they have the particular capacity to sense certain things, they are more humane and more sensitive to the world (in order to) innovate. Don't we say that the 21st century is going to be a feminine one?" (RM5). Women's Strategies to Adapt "If they have an idea that stands up, there is no particular reason just because you are a woman that you won't succeed. People often say that women have to manage two schedules, work and home. You just have to combine them all together in one timetable. What a source of pride and personal satisfaction to be able to combine the two and to succeed in both." (RM7) "Before embarking on an entrepreneurial adventure, ask yourself 'Is this the right moment?' (Have you) sufficient skills/knowledge? (Have you) a favorable family situation?" (RM40) "It's true that the older we get, the more family constraints we have . . .and we can push back starting our business until later. . ." (RM19) Life Stage and Childcare "The balance between personal and professional life, the children (or managing the children) was quite frankly not at the top of my concerns at 19 years of age!" (RM5).
The women draw on the notion of empowerment as they formulate accounts of overcoming professional or personal difficulties. Business creation was a response to an impasse in the women's professional lives and an opportunity to "bounce back" (RM4; RM48). This was often linked to maternity or family issues. RM35 talks of how she was let go from her job after becoming pregnant and recalls the difficulty in finding another job as a young mother. She says she "didn't have a choice" other than starting her own business. Age was also a salient factor here. Many of the young women spoke of entrepreneurship as a concerted act to improve their socio-economic status in a context of high youth unemployment (RM43 D; RM30; RM23). We hear how RM43 "created" her own job as a nutrition consultant due to a lack of jobs for young school leavers with her particular qualification. RM30, also a young graduate, evoked the tough national employment climate and lack of job opportunities following graduation, so she decided to launch her high-altitude sports training product. Having had firsthand experience of high youth unemployment, RM23 and RM35 co-created an online platform and network for job seekers. At the other end of the age spectrum is RM38, who, recently divorced, decided to get a hairdressing diploma and open her own salon. She recounts how this was "an obvious choice" after her divorce. RM50 (diversity trainer and consultant), RM34 (catering and cooking workshop provider), and RM13 (online event management platform) all set up their businesses at a very young age. RM26, a 40-year-old black woman, recounts how she lost her job and was disappointed with the job offers she received while on employment benefit. She started her own business as an organizational wellbeing consultant.
Closely linked to the idea of being an "actor" in the world, is the autonomy and freedom which entrepreneurship brings. Many of the women evoked entrepreneurship as an activity which allowed them to "be free" (RM11; RM20; RM48). As RM44 (43), an IT diagnostics expert, evokes: "I wanted to be an entrepreneur! I sought the challenge; the autonomy and I felt a need for independence and freedom." This "freedom" is multifaceted. It refers to autonomy in one's professional life, enabling you to choose who you work with (as RM12 explains, "I took the plunge to do what I wanted to do, the way I wanted and with whom") as well as being able to fully express your creativity and pursue your own ideas. RM24, who founded a marketing research company based on neuroscience, asserts: "I realized that I had lots of innovative ideas, the soul of an entrepreneur, and I wanted to develop my own applications." This autonomy is also about freedom from hierarchy: an opportunity to express their ideas and creativity, something that some women claim they were not authorized to do in a previous position (examples: RM40, RM4).
Entrepreneurship also grants freedom in the women's personal lives, allowing them to manage their time as they wish (flexibility). For RM7 "being an entrepreneur became the obvious choice: freedom to act; freedom to think and the freedom to manage my time." Entrepreneurship is positioned as a win-win strategy for women to reconcile potential conflict between work and home. RM7 set up a training and advisory service for local entrepreneurs which allowed her the flexibility to manage both. When she recounts how she was totally fulfilled in her previous job "but" she had difficulties managing her family responsibilities, she constructs this tension as a "normality." Entrepreneurship enables women to remain attentive (good) mothers and to retain flexibility for smoothly functioning family life. RM18, who set up her own well-being and massage center explains: "I wanted a professional life that enabled me to be more present for my children." By and large, the women entrepreneurs seek to reassure young women that combining a family life and a successful professional life is possible. Many women touted the flexibility that entrepreneurship afforded in terms of "reconciling" conflicting professional and private spheres, but there is ample evidence that "family life" implies constrained choice (see examples in Table 4 : RM6; RM40; RM32). RM32 talks about her "empowering" decision to become an entrepreneur but at the same time points out that her career development was limited by "my time constraints with the kids."
Theme 2: Pleasure and Enjoyment
The women entrepreneurs talk of the pleasure and enjoyment that they derived from starting a business related to their life "passion" or strong interest in a particular domain (design; communication; food; nutrition; therapeutic care; training). For RM17, it was her love of French gastronomy: "I really wanted to work in a sector that I was passionate about." For RM12, it was training and recruitment, starting her own HR consultancy firm after 10 years work experience: "In setting up my own business, my primary objective wasn't to make money but to make a job out of my passion in life." Indeed, many women depict entrepreneurship as about pleasure or enjoyment first and business second. The desire to earn money, create jobs, or grow a business are seldom mentioned. The notion of "business growth" is evoked by just two of our respondents. Many women describe entrepreneurship as an "adventure" (such as RM15; RM18; RM19; RM25; RM49; RM28; RM37; RM46; RM44) and stress the "fun" and laughter they experience along the way (RM3; RM35). RM3, a young graduate, talks of her and her associates' "fits of the giggles on a daily basis" and talks of the rewarding experience of sharing moments with her two business partners-two fellow (female) graduates with an interest in fashion and e-commerce. Other entrepreneurs evoke the "magic" and "dream"-like qualities of entrepreneurship.
The pull toward entrepreneurship is positioned as something that people naturally have, a magnetic force that is connected to personal pleasure. RM34 stresses the pursuit of pleasure and considers entrepreneurship a "way of life." Doing something you love means it is not in fact considered as "work" but a pleasurable experience. Hence, these entrepreneurs urge young people to follow their (natural) instincts and do what they enjoy doing. Indeed, many of the role models "dare" young aspiring entrepreneurs to follow their dreams. For example, RM20 advises: "If you feel that entrepreneurship is important for you, that's what you enjoy, if you feel it in your gut, then go for it!"
The flip side of doing something you love is that it can also be all-absorbing and require heavy personal investment in terms of time and energy and financial resources. In line with this, RM44 advises young people to "never give up. Work. Give everything you've got to succeed and achieve your wildest dreams." RM18, who set up her own massage and well-being center, stresses the importance of enjoyment-mainly due to the significant time investment required. She warns: "You should only take the plunge if the passion is there, because entrepreneurship becomes a full-time activity, even more than that." In this instance, RM18 alludes to a significant downside of entrepreneurship (the long hours) but maintains that they are compensated for by the pleasure one derives from being an entrepreneur.
Theme 3: Doing Good in the World
The women present themselves as responsible citizens, whose businesses and lives are value driven. RM1 (30), co-director of large Parisian based start-up incubator talks of how being an entrepreneur is about "being responsible for one's actions vis-a-vis society and the world in which we live." These women entrepreneurs act in accordance with their personal values and convictions. For example, while RM1 began her career working in an already existing company, this was not a long-term strategy for her as it meant "accepting the rules and philosophies of an existing organization" as well as complying with "beliefs that sooner or later I would disagree with." Being an entrepreneur is about being true to yourself, as RM5 explains: "I think that we prosper when we know what drives us, what our values are, the beliefs that are important to us . . . you have a leadership role, you lead people, and lay down the fundamental principles of the culture in your organization." RM20 encourages the audience to follow their instinct from a young age and states that there are no small business ideas, since "self-fulfillment is no small feat" suggesting that entrepreneurship is about self-fulfillment. Extending from their talk of values and personal fulfillment, many women talked of entrepreneurship being about making a difference. They wanted to do something useful and worthwhile and talked of their need to have professional lives which "held meaning." This meaning was often linked to personal values and aspirations for a better world. For example, RM13 stress the important of values and making the world a better place. RM50, a young woman of North African descent recounts the numerous difficulties she experienced as a child and young adult because of her disability. She now operates her own business as a diversity management training consultant, specializing in disability. She described how the discrimination and ignorance she experienced triggered her decision to "give meaning" to her work. Entrepreneurs seek to "contribute" to the world, "even on a small scale" (RM5). As RM23 states: "with entrepreneurship, it is possible to change the world, just by doing small things." Metaphors drawn on by these role models depict women entrepreneurs as "playing their part" or "adding their stone to the pile" (RM27).
The women outlined how helping others or bringing other's happiness resulted in their own personal satisfaction. This was achieved in one of two ways-either in relation to the broader society or in relation to their immediate circle of family, friends, clients, and staff. The women entrepreneurs also stressed the personal happiness they derived from their relations with others as a direct result of entrepreneurship. For example, for RM50, it was about enlightening other managers about the immense benefits of a diverse workforce including staff with disabilities. For RM19, it was the pleasure of seeing satisfied customers: "the smile on their face is my biggest pride." For RM49, her biggest achievement is "the extraordinary partnership and collaboration" she accomplished leading to client satisfaction. RM49 further explains how her real source of pride was "when my children made me feel that they were proud of me, of what I had done and my creativity." Here she attributes the pleasure that she derives from entrepreneurship to her family's pride in her as an entrepreneur.
Theme 4: Overcoming Obstacles (What Obstacles?) and Solutions
However, while the pleasure and satisfaction derived from entrepreneurship (through having fun; doing something you love; building relations with others) was a salient theme, the women entrepreneurs also evoked the dangers inherent in the "world of business" or the "world of work" (RM25; RM29; RM31) which can limit or curtail pleasure. Women entrepreneurs evoked the dangers of being too considerate or too caring in their approach and not "business like" enough. RM49 recounts her fault of always putting others first; RM28 recounts the mistake of failing to fire an employee; RM37 reflects on how she overcompensated for incompetent employees. Operating and achieving success in this new "world" of entrepreneurship is about learning and adapting. RM18 reflects on how over time she is becoming more business savvy. RM1 talks of the need to have "a competitive spirit, in the positive sense of the term." Indeed, many women reflected on how they had been na€ ıve in their business dealings, but not all women evoked such tensions. Many of the women belong to "mumpreneur" networks and emphasize the utility of such supports.
All of the ethnic minority women (RM42, RM12, RM11, RM50, RM26, RM34, and RM13) implicitly mention tensions related to power relations and trust. For RM12 and RM34, they stress the need to carefully gauge and navigate ill-intentioned others. RM26 discusses her inability (lack of self-confidence) to "demand tougher prices." RM42, a young woman of North African descent regrets "being too trusting . . . because (others) can trick us, especially when certain people don't share the same values and ethics or the same vision of the world as you." Women from racial and ethnic minorities (such as RM50; RM26; RM11) particularly stressed the need to be "sufficiently supported by the right people" (RM11), as well as professionals and "people you trust" (RM26, RM50).
Some women effectively engage in a form of "gender denial" (Broadbridge and Simpson 2011) , maintaining that opportunities are just as available to women as they are to men. In line with notions of empowerment, where the women entrepreneurs affirm their ability to control their lives and claim their own rights, some outright reject the notion that access to entrepreneurship is gendered. As RM45 remarks: "I don't think it's more difficult for a woman . . . it's stereotypes that put these barriers up there, it is up to us to break them down." Indeed, RM49 adds that "some women can't imagine another life other than the life which was assigned to them." RM48, RM49, and RM45's "gender denial"-and insistence that individuals take responsibility for their actions-can be related to their "privileged" status as both white and "elite" business school graduates. For them, real barriers do not exist ("just" stereotypes), obstacles can be surmounted (with persistence) and ambitious personal career aspirations are the norm. These role models all graduated from some of the country's most prestigious business schools and benefited from significant work experience in prestigious companies.
Whereas there is a refusal by some to acknowledge "real" gender differences, others promote the divergence and celebrate women's natural abilities, which predispose them to entrepreneurship: "Women have the gift of giving life . . . As a result they have the particular capacity to sense certain things, they are more humane and more sensitive to the world (in order to) innovate" (RM6). Other women recognize that women have additional constraints to men (related to motherhood and childcare) but allocate responsibility to individuals, proposing either external childcare solutions or postponing motherhood. For example, RM41, who set up her own interior renovations and carpentry business, advises young women to "have a reliable solution for your second life-family life/ childcare-because one needs time." In line with the previous point on "privileged" women, however, such external solutions are not always accessible to everyone. Another proposed solution to the "obstacles" facing women (such as the fact that it is women who bear children) saw entrepreneurs advising young people to consider their particular life stage before embarking on an entrepreneurial career. Most notably, in relation to family planning: potential women entrepreneurs should consider their children's ages when considering business startup. Effectively they should "hold off" business start-up when they are in their child rearing years. Again, class is important here as it implies that one can afford to do this.
Once the choice to become an entrepreneur has been made, the role models warn that you may face further obstacles and failure along the way, but the important thing is to persevere. Indeed, there is a sense of going on a crusade to pursue their entrepreneurial endeavors. RM48, head of a leading French software company, advises young women: "know how to bounce back and get over the obstacles you meet along the way, as Churchill said 'success is going from one failure to another without losing enthusiasm.'" Failure is penalized on an individual basis and women are signaled as making wrong decisions.
Discussion
In this section, we explicitly answer our two research questions, situating our findings in the context of prior research, and teasing out the implications of the role models discourse for the construction of women entrepreneurs and women's entrepreneurship.
Who Are the Entrepreneurial Role Models Being Promoted?
We found that the role model narratives consistently evoke an image of a heroic superwoman entrepreneur who appears to "do it all," and is successful in both professional and private domains (Llewelyn and Osbourne 1990; Newell 1993) . The women's narratives portray "entrepreneurial superwomen"-who are empowered, enjoying work/life, doing good in the world, overcoming all obstacles-embodying highly gendered and classed norms of entrepreneurial success. This entrepreneurial superwoman identity aligns with Lewis's (2014) hegemonic "individualized entrepreneurial femininity"-active, dynamic and individualistic women entrepreneurs who often deny obstacles arising from gender. The entrepreneurial superwoman feminine identity also echoes the "new femininity" (ideal, or perfect, femininity) discourse which pervades contemporary western society, impelling women to seek "perfection" as well as embrace individualism (McRobbie 2015) .
In privileging the voice of women doing "individualized entrepreneurial femininity," an individualistic, neo-liberal "everybody is capable" view of entrepreneurship is cast. Individualized entrepreneurial femininity "emphasizes the gender neutrality and meritocracy of the world of entrepreneurship" and asserts that "doing business basically requires the ability to abide by universal standards of good business practice" (Lewis 2014 (Lewis , p. 1853 ). Women are not oppressed but rather dynamic individuals who can choose the nature of their entrepreneurial activities and overcome any obstacles that they may encounter. The role models' talk implies that if these individual successful women have made it, opportunities have been made available to them and other women can overcome barriers if they too try hard enough. The onus is on young women to use role models successfully to correct their "deficits"-a sort of "fix the women" approach (Ely and Meyerson 2000) .
The communication campaign gave unprecedented air time to the voice of a select group of women entrepreneurs in France-privileged, white, mid-career stage women-failing to effectively embrace entrepreneurial diversity (Welter et al. 2017 ). This aligns with Projansky's (2001) assertion that white, middle class, heterosexual men, and women are promoted as culturally central in contemporary western society. In this era of post-feminism it is necessary to critique "the truth" of the (un)successful individual and point to the influence of class, highlighting that some aspects of life cannot be presented as freely chosen and uninfluenced by external factors (Gerodetti and McNaught-Davis 2017, p. 3).
The differing structural positions of women from racial or ethnic backgrounds or lower socio-economic groups who seek to become an entrepreneur must be acknowledged. Women from disadvantaged backgrounds are "called" by these new femininities but do not have the same opportunities and resources as their more privileged counterparts "to abide by the individualistic and neoliberal imperative of choice, effort and success" (Gerodetti and McNaughtDavis 2017, p. 3) . Success is about putting in sufficient effort and making appropriate personal choices and failure is constructed as idleness, poor individual decisions, or defiance (Gerodetti and McNaught-Davis 2017) . When framed this way, structural accounts of (persisting) inequalities find it hard to be heard and "the responsibilisation of the individual or the individualization of responsibility" has been legitimized (Gerodetti and McNaught-Davis 2017, p. 7) . Promoting examples of individual successful entrepreneurial women who juggle career and family conveys the idea that the system is not at fault, that opportunities are available, that boundaries are permeable, that the perception of barriers is overstated. Such discourse leaves "the system"-formal and informal institutions such as culture, childcare, and education providers-devoid of criticism.
At the same time, this places responsibility firmly on women's shoulders to try harder to overcome their "deficits" in attributes and engage in behaviors to emulate the role models. References to the fact that "the world is moving" and there is a danger to "staying immobile" (RM21) further normalizes the precarious uncertainty of contemporary neoliberal labor markets. The voice of the white, professional, elite, 40 something group of women entrepreneurswith its denial of gender inequality (women need to have higher ambitions) and assumptions of individualized blame (women need to be more daring/agentic)-is privileged here. Hence, the specific needs and experiences of entrepreneurs who are disadvantaged by race/ ethnicity, class, and age are not addressed.
Inherent in the "doing good in the world" theme is another specific feminine identitythat of "relational entrepreneurial femininity" (Lewis 2014) . The women entrepreneurial role models emphasize their nurturing, caring, and collaborative behaviors. These women entrepreneurs are concerned with the welfare of others. They exhibit kindness, sympathy, compassion, and sensitivity, traits which are typically considered as feminine and communal (Madera, Hebl, and Martin 2009) hence "gender appropriate" (West and Zimmerman 1987) . Helping others, accepting others' direction, and maintaining relationships (Eagly and JohannesenSchmidt 2001 ) is part of their entrepreneurial identity. Where more agentic behavior is described, the entrepreneurial role models take care to temper their accounts with reference to their roles as mothers or as responsible citizens, hence exhibiting expected communal behaviors and abating negative reactions (Heilman and Okimoto 2007) . For example, many women entrepreneurs referred to their proven competence, expertise or personal success-thus aligning themselves as "agentic" business people (Madera, Hebl, and Martin 2009 )-but they then also took care to mention the pleasure and satisfaction that their success triggered for their families.
We also identified a new feminine entrepreneurial identity-"fun-preneurs"-to designate those entrepreneurs emphasizing "fun" and enjoyment. The women stressed entrepreneurship as a source of pleasure and enjoyment, an avenue for them to channel their personal strengths and interests (passion) while enjoying a good quality of life (adventure; fun). Entrepreneurs were rewarded by positive client experiences and happy staff. Women's perceived lack of feminine attributes can cause negative reactions in masculine domains (Sealy and Singh 2009) , forcing women to adopt communal behaviors that sometimes are less rewarding. The same is true in the entrepreneurial domain (Lewis 2014) . Some women spoke of how they failed to negotiate competitive prices or to fire substandard employees. Business growth was not a prime concern. The women entrepreneurs discourse illustrates how excessive displays of femininity-excessive entrepreneurial femininity" (Lewis 2014 )-are inadvisable in entrepreneurship. Being "too" caring or "trusting" is not well perceived and showing vulnerability is a weakness. Indeed, women who display an excessive femininity ("non-preneurs") within a business context will be sanctioned and might have to leave the entrepreneurship realm (Lewis 2014) . The five entrepreneurial feminities that we identified in our role models narratives are visually represented in Figure 1 .
While the voice of the woman doing individualized entrepreneurial femininity may have been the loudest voice here, this is not to say that this particular feminine identity (and her needs and ideas) are broadly reflective of women entrepreneurs in France on the whole. When selecting a role model, individuals tend to seek others who are somewhat similar to themselves. Such role models facilitate more accurate self-assessment and also prompt selfimprovement (Lockwood and Kunda 1997; Sealy and Singh 2009) . Young women are particularly susceptible to potential role models to observe and emulate and if it is not possible to find someone sufficiently similar to emulate, the young woman loses out on potential benefits of role modeling. While women professionals do relatively well out of entrepreneurship, most women entrepreneurs are found in low-skilled, low paid occupations (Ahl and Nelson 2014) . The idea that a successful business woman might inspire a keen (already engaged and prepared) female entrepreneur makes perfect sense, however, high-powered (and privileged) role models cannot be expected to automatically affect the entrepreneurial intentions among women more generally. The demographic profile of this group of entrepreneurial role models means that disadvantaged groups (ethnic minorities; lower socio-economic classes) may have difficulty in identifying with the proposed role models.
How Do the Women Entrepreneurs Portray Entrepreneurship?
Entrepreneurship is positioned as an opportunity to "bounce back" from a gendered-and sometimes age and race/ethnicity based-personal situation or difficulty. It is also presented as a win-win strategy for the individual to reconcile potential conflict of the home and work life spheres. Many accounts depict a bleak picture of organizational life for a (female) employee where limited options for advancement and difficulty in conforming to work hours (due to child care obligations) are presented as individual problems as opposed to family, organizational (or societal) ones and women are left no choice but to forge their own way. The women's talk of why they engaged in entrepreneurship reveals the starkly gendered nature of work in France, where the "glass ceiling" and the "maternal wall" are presented as standard triggers for women's engagement in business creation. Their discourse often cast entrepreneurial entry as an appropriate alternative for working mothers (Th ebaud 2015).
Participants talked of having "flexibility" to manage family and childcare responsibilities, and many engaged in low growth or "home based" service businesses. Is entrepreneurship really an empowerment tool, when women are channeled into smaller businesses, confined to service based sectors with low growth opportunities (Cal as, Smircich, and Bourne 2009)? Some of the women's businesses had an explicit link (by way of product or service) to family or motherhood, reflecting the "mumpreneur" or maternal entrepreneurial femininity, where women seek to combine motherhood and business, doing business from the home or the "school gate" (Duberley and Carrigan 2013; Ekinsmyth 2011; Lewis 2014) . However, the mere existence of terms like "mumpreneur" can be said to suggest that women's societal roles have not changed as much as expected (Kelan 2008) . Furthermore, the assumption that homebased entrepreneurship offers women the flexibility to combine domestic demands and economic participation has been dismissed as na€ ıve (Marlow 2014) . Embedding the work space in the domestic environment may remove traditional physical and temporal barriers so the business becomes a constant and demanding presence, thereby increasing women's experience of work family conflict (Martinez Dy, Marlow, and Martin 2016) . Childcare is presented as a woman's responsibility-not the father's-and it is the mother who must adapt, not the organization for whom she works or the societal structure in which she is embedded. Indeed, across the women's accounts, the gendered division of laborwhere women take on the larger share of domestic duties and childcare in comparison to men-is taken as an unquestioned fact. This construction of entrepreneurship fails to challenge a status quo which systematically regulates childcare responsibilities to the mother and normalizes an unequal division of domestic labor in the home which position domestic responsibilities as more important than professional ones (for women). That women's entrepreneurship should (and does) facilitate the "second shift" or double burden of salaried work and unpaid domestic labor (Hochschild and Machung 1989 ) is unquestioned. Through validating the public posting of these role models' narratives, the French government entrepreneurship support agency reflects how it envisions the distribution of power and the sharing of reproductive work.
Our analysis also revealed how entrepreneurship can constitute a real positive force in one's life, however this may come at a price. Indeed the "pleasure and enjoyment" and "doing good" that one derives from the all-consuming "fulfilling" job of the entrepreneur does have negative implications. Long hours, low pay, stress, and physical exhaustion were evoked. Is the amount of pleasure one derives from entrepreneurship really off-set by the long hours and precarious financial situations in which young women find themselves as they struggle to make up for their lack of social capital or management experience?
In sum, there is little acknowledgment of (1) the limited earnings potential of the resulting new venture and associated opportunity cost of leaving secure, paid employment (2) the taken for granted assumption that women continue to fulfill private roles on top of their professional ones, and (3) the failings of the salaried system to provide sufficient work flexibility to allow for child friendly work hours. Their discourse fails to challenge inequality by normalizing workplace gender norms. Through their talk, the role models produce (and reproduce)-and hence "normalize"-prevailing gender roles and stereotypes in the workplace and the home. Although public debate and government policy in France cultivates gender equality, the idea of entrepreneurship continues to be constructed through the traditional family context where the woman's role remains as primary caregiver.
We thus return to our original problematic of why role model initiatives (such as this) fail to produce more women entrepreneurs. Indeed, despite the pervasiveness and obduracy of "Enterprise" discourse (Du Gay 2004), entrepreneurship has yet to become a desirable career option for the majority of French young people (Klapper 2004) . As previously evoked, perceptions of national-consistency mitigate the effect of persuasive messages on entrepreneurial intentions (Pillis and Reardon 2007) . This is a key consideration in considering French students' entrepreneurial intentions as the majority (particularly Grandes Ecole graduates) dream of careers in large and prestigious companies (Bureau, Fendt, and Paris 2008) . The negative societal conceptualization of entrepreneurs by French young people (as greedy and individualistic, rather than individuals doing good for society) can explain the low entrepreneurship intention rate (Carayannis, Evans, and Hanson 2003) . Entrepreneurship is perceived as a "risky" career option (bankruptcy being a notable fear) with young graduates fearing failure and its enduring career impact. Hence, the institutional challenge of cultivating an entrepreneurial spirit among French young people via role models is heightened.
Furthermore, given that entrepreneurial activity is strongly influenced by socio-cultural forces that shape the entrepreneurial image (Achtenhagen and Welter 2011), women are confronted with higher perceptual barriers. Young women are embedded in a context with deeply engrained gender stereotypes and a masculine construction of entrepreneurship, and this prevents them from viewing entrepreneurship as an attractive and feasible career option (Santos, Azam Roomi, and Liñ an 2016) . In the communications campaign, entrepreneurship is depicted by these entrepreneurial role models as an empowering way for women to make their own rules (individual action), responding positively to unfavorable forces beyond their control ("bounce back" reaction). In this way, it enables them to manage their own time and family lives (flexibility) while being creative and free (autonomy). However, the balancing of work and family is generally presented as a woman's problem; since work and family integration are concerns that are seldom raised in discussion of male entrepreneurs.
Today's neo-liberal discourse of "successful femininities" positions young women as "beneficiaries of successful social and political change" (Gerodetti and McNaught-Davis 2017) . Together with individualism and a reflexive construction of identity-this discourse "mandates" young women to embody success (Gerodetti and McNaught-Davis 2017) . The idea that the self "has to be reflexively made" (Giddens 1991, p. 3) presents the individual as able to adapt to insecurity by rationalizing/reconstructing that feeling as flexibility and freedom. This discourse thus obscures the recalibrated inequalities generated by the impact of more than a decade of neoliberal policies and austerity measures. That is, successful femininities are not attainable for all young women as normative limitations apply. The voice of a particular group of women entrepreneurs (white, elite, mid-1940s) cast an individualistic, meritocratic view of entrepreneurship and in doing so silence the needs of entrepreneurs who are disadvantaged by race/ ethnicity, class, and age. The new femininity discourse of successful women obscures the disadvantage which may arise due to the additional social categories of class, ethnicity, and age. For example, working-class young women are relegated to lower paid feminized sectors, characterized by risk and uncertainty where they struggle to find security as they cannot rely on their families or social networks for financial support and social capital in similar ways to middle-class young women (Gerodetti and McNaught-Davis 2017) . In sum, the role models fail to overturn traditional gender stereotypes, rendering women in a disadvantaged position, while implying they can individually achieve the leap to a market-viable entrepreneurial activity. The campaign exposes a particular group of women as "the norm" and fails to present a sufficiently diverse range of role models with whom all women can identify.
Limitations, Future Lines of Research, and Implications
This paper illustrates the discursive construction of entrepreneurship through role model narratives in institutional communication. Broadly speaking, we seek to assess how this public policy initiative "constructs" or "casts" the woman entrepreneur (Ahl 2006) , capturing the vision of women's entrepreneurship that it promotes. In terms of limitations, this construction is effectively a "co-construction" as the promoted online narratives that we use have been formulated by the women entrepreneur role models themselves but also approved by the (government backed) sponsoring institution. Due to the opportunistic nature of internet research such as ours (Whitehead 2007), we have little insight into the extent to which these women's posts were altered or formatted by an external web editor or content manager. Our sample was based on the role models used in the campaign, which featured only seven women from an ethnic or racial minority. Two-thirds had higher level education (minimum bachelor degree) and over a third came from the most elite or prestigious tertiary educational institutions in France.
In this age of post-feminism, young women take up empowered femininity (Gerodetti and McNaught-Davis 2017) and often engage in gender denial (Broadbridge and Simpson 2011) , depicting gender discrimination as rare or something which the individual should/can contend with (Kelan 2008; Kelan and Jones, 2010) . Feminism is perceived as "a collective movement which robs them of the opportunity to navigate their lives self-responsibly" (Scharff 2012, p. 1) . The fact that denial of gender discrimination is common place, creates real challenges for the researcher who tries to illuminate the dynamics of power and how they impress on our understanding of the phenomenon (Broadbridge and Simpson 2011) . In this context, identifying femininities in women entrepreneurs' discourse is very important, as deploying a feminist approach to entrepreneurship not only serves to render gender suppression (or denial) more visible but it also directs attention to the "kinds of organizational subjects that women (and men) are being asked to become" (Lewis 2014 (Lewis , p. 1846 . Future research should further address intersectionality, investigating the impact of a more diverse role model offering on young people's engagement in entrepreneurship. In future research and in line with an intersectional approach, to fully account for multiple social categories, we can use gender as our "initial framing category" (Martinez Dy, Marlow, and Martin 2016, p. 6) but also explore how intersections of class, race, and age statuses may further structure entrepreneurship experiences.
In terms of practical implications, we point to the potential damaging impact of communication campaigns using a narrow base of entrepreneurial role models. This campaign lacked diversity and gave unprecedented air-time to the voice of a select group of women entrepreneurs in France: privileged, white, socially mobile, and mid-career stage women. The profiles and discourses of many of the women entrepreneurial role models are likely to appeal to only a select group of already "primed" aspiring entrepreneurs as opposed to convincing indifferent others to consider entrepreneurship as a viable career option. In designing campaigns, government communication bodies need to select role models that vary (age, race, class) to enable identification. If the audience identification with role models is tenuous-especially among ethnic minorities or working-class women-entrepreneurship remains an unattractive career path.
When designing communication campaigns, communication agencies should engage in a consultative process with audiences, trying to understand what they know about the issue, how they feel and what prevents them from practicing desired behaviors, with a particular regard for culturally consistent images (Pillis and Reardon 2007) . Prior research has found that awareness campaigns and media discourse could be more effective in stimulating entrepreneurial orientations in young French audiences if they drew more attention to self-confident and optimistic similar role models than to "heroic" entrepreneurs driven by the desire to satisfy economic, social, or family expectations (Radu and Lou e 2008, p. 451) . Hence, future campaigns need to assimilate this. Training programs for minority women entrepreneurs (where participants have ongoing mentors) could be one source of such young, selfconfident, ethnic, and class-diverse role models. In terms of message, a campaign to change young women's perception of entrepreneurship-constructing it as an attractive and feasible career-needs to challenge gender norms and unequal relations of power through consciousness rising and critical thinking. At the same time, the message should encourage networking-building a sense of belonging-as well as public and private dialogue on the gender gap, given the necessity of a supportive environment for women's entrepreneurial activity.
Conclusion
Our research focused on a communication campaign in France which mobilized extant women entrepreneurs to act as role models for young girls and women. We ask "who" these role models are and how they cast entrepreneurship, effectively exposing the entrepreneurial femininities (Lewis 2014 ) that emerge and prevail.
The voice of the woman doing "individualized entrepreneurial femininity" was the most salient here, aligning with Lewis's (2014) classification of this identity as hegemonic. The individualized responsibility echoes the contemporary neo-liberal pressure for young women to embody "perfect" femininity, and experience success in both personal and professional domains (Gerodetti and McNaughtDavis 2017; McRobbie 2015) . We believe that this campaign thus presents a distorted view of women entrepreneurs and women's entrepreneurship in France with detrimental impact. Role model discourse can (re)produce prevailing gender roles and stereotypes (in the workplace and the home), normalize mistreatment in the workplace following maternity as well as cast entrepreneurial entry as an appropriate alternative for working mothers (Th ebaud 2015) . In this study, it appears that the subject that the woman entrepreneur is "expected to be" behaves in a gender appropriate manner (West and Zimmerman 1987) and moderates her femininity. In this sense, entrepreneurship is presented as an option for women to take pleasure in life from making their "passion" their job or from having fun ("fun-preneurs"). It can also be a way for them to feel "useful" by rendering service to others, optimizing their natural "feminine" relational abilities. While certain displays and degrees of femininity in entrepreneurship are expected, excessive displays are inadvisable and even sanctioned.
Our findings point to the potential damaging impact of such campaigns in perpetuating the individualized, entrepreneurial "superwoman" identity. In sum, these role models' narratives do little to trigger change in the prevailing gender gap in entrepreneurship.
